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Anoectochilus Roxburghii has significant medicinal value. In recent years, with 
improved living standard, strengthened health consciousness and acquaintance of its 
medicinal value to consumer, the market demand has gradually increased, which 
results in soaring prices. Large demand and high profits attract capital and companies 
to step into this industry. By now, there are large-scale cultivations in Quanzhou, 
Xiamen, Sanming, Longyan etc., taking Nanjing County in Zhangzhou as the center. 
At present, only in Nanjing County there are more than 40 standardized production 
enterprises. Under the fierce competition environment, which kind of marketing 
strategy Nanjing Geyuan Agricultural Technology Co., Ltd should adopt to help itself 
to stand out from numerous brands, has become its biggest problem.  
This paper has done a market research on the macro environment and 
competition condition of Anoectochilus Roxburghii, designed the consumer 
questionnaire, and then used SPSS software to make descriptive analysis, correlation 
analysis, cross analysis and regression analysis, so as to understand factors 
influencing consumer behaviors. Based on the study, combined with 4Cs marketing 
theory, this paper has put forward the marketing strategy suggestions targeting Fujian 
Province to the company like below: in terms of consumer requirements, make 
"fashion taste, high-quality life" as product positioning, orientate 30-45 years old 
company and institutions personnel with higher income as target consumer group, 
paying attention to their personal and family needs; in terms of consumer 
communication, make full use of internet; in terms of customer convenience, set up 
the "entity + internet" distribution network; in terms of customer cost, strive to 
develop middle range market, provide different grades of products, improve cost 
consumers willing to pay in different means.  
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策略提供客观依据。              
第三节 论文结构 



























































































图 2.1 市场调研与市场营销策略 
资料来源：【美】Del I. Hawkins, David L. Mothersbaugh, Roger J. Best. Consumer Behavior: Building Marketing 
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